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ELEMENTS IN 3UYINS
THE PROBLEM 
Introduction
The ultimate concern of all business activity is 
sellinz of s:oods and services to consumers. Si^ifi-
cantly. consumers are concerned primarily with buying as 
they endeavor to establish and maintain ever higher stan­
dards of living. Thus, there exists at all times in the 
market place a relationship involving tv/o parties -- the 
seller and the buyer.
There are literally thousands of products and ser­
vices competing for the increased dollars that each consumer 
in the United States has to spend today. Just a few decades 
ago only the wealthy could afford anything but the bare 
necessities. Now a large segment of the popu].ation has 
dollars available for discretionary spending. In one past. 
when people lived on marginal incomes^ shopping decisions 
were miade largelv in terms of basic needs and drew on a
repertoire cî px-oauot?. ^laximoing 
utility, i.e.^ getting the greatest possible use and satis­
faction fron the money available for expenditure, was impor­
tant in the past primarily because -the dolTars available for 
buying were limited. Today, however, maximizing utility is 
more important because an unlimited array of both essential 
and nonessential products and services vie for the consumers 
dollar.
Examination of the economic statistics 
I'eveals that the consumer segment of the economy spen"
S-28.7 billion. Thus, it is natural for the United Sta 
to be characterized as a ''nation that loves to buy." 0:' 
the $428.7 billion^ S2$4 billion was spent for goods and
rather than services,, more productive jobs are created a 
wealth is increased. The increased spending by ccraumor 
helped boost the gross national product to $076.3 billio 
an increase of $47.6 billion over that of the previous y
The United States is the first nation on earth 
enable its people to spend more on wants than on basic
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Katona has a somewhat different view, Kanci L une. does admit that
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consumption is stimuiatea d,' 
economy^ but he believes 
is far too small to justify t'ne broad statements that ar
reduction segment oi tne 
the extent of such influence
Prices. A Report by S 
(Wilmington. Delaware 
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De Kemours & Company, The Story of 
I . Du Pont De i^ Iemours &: Company 
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PP
r.i&de abcuû advertising's creating car 'rants. '' Katona also 
believes tnat:
...production and advertising, when in line with 
prevailing socicpsycholcgical tendencies, do con­
tribute to actualization of c-irtain wanes but
are not tne creaeors of t'ne rcanifo.:_d wanes than 
stimulate ou:- mass consumption society."
fhc creaeed derssnJ, n^rrog-'. ad'.'ertising mainly, i.c 
a type of demand based on illusion. fonsumers are told tha- 
a product is desirable not because of either its utilioy or 
its intrinsic value, buc because it is socially necessary 
I'anp- times the demand is created c,'/' outs'ight fraud, for 
examp.te when the consumez' is told tha.c aV: i:n'er:or -prcdus.- 
is z'eally =uperior to al_ others and -;:h...s .juc.tcfies cb.e 
nigher price: or when the consumer is simply ''ivtgh pressure: 
into mahing the p'crchase. t'ne end res'v.tt ;:j -ususa.Lcy a di-'- 
satisfiec. frui^trated consume:' supporting an inefficient 
industry lotr impure the aggregeto econc::'y. 'il.c ten tumor 
insure:, it by his subsecuent un'.ti^lingne.ss to buy, and tne 
producer injure:, it by his use of the économe-': resoui'co.-. 
for inefficient ends.''
notwithstanding either the ir-dividual, the thing, 
or the gro'up that creates the wants, th-o cons'umer is the occ: 
who makes the final decision as to where and when he will 
S'oend his money. From 'falbraith s and Katona's sta.tements.
Katona, oo- ulh-: P- P-
PCharies S. Wyand, The hooncmics of Icneumpticn. 
'ew York. The Macmillan Company, 193'^ ); PP- 513 & yCt
even tnongn tney nii'ier; it is apparent that the major form 
of stimulus for economic behavior is information. All types 
of information are available to the American consumer. The 
usefulness of this information depends primarily upon the 
needs cf the consumer. The consumier has the responsibility 
for seeking information about products and services^ using 
it. and if the information is unsatisfactory, making this 
fact known and demanding improvement. With the vast quantity 
of products available^ accurate information about the pro- 
ducts is absolutely necessary if the consumer expects to 
make intelligent, as well as satisfactory, purchases. The 
vast quantity of products available on the market also pro­
vides the consumer with the opportunity to reject those 
products that do not provide adéquate information or do 
not meet the standards claimed.
In summarizing the information in The Mass Consump­
tion Society  ^ Katona mentions two things that cannot be 
overlooked when dealing with the consumer and business seg- 
ments of todays economy: (1) the consumer does interact
with the producer and (2) the consumer has a great power 
to influence the economic growth of the nation." These two 
points stress the fact that the consumer is a powerful force 
in the economy today. The responsibility for teaching con­
sumers to use uheir collective strength in a manner beneficial
"Katona; o£. cit. ^ p. 299
üc üne e-jononiy as a wnoze lies mainly witn 
:he public school institutions.
Amencies Concernée xith Buyins:
Toaay; awareness oi m e  neeo ïor more consumer edu­
cation is apparent Various independent organizations  ^ as 
well as governmental agencies, are working to provide chis 
education at all levels in our society. One of the areas 
of consumer education with which these organizations are 
concerned is buying, Two agencies of particular interest 
to chis sT:Udy have been chosen from the numerous agencies 
and are discussed. The Council on Consumer Information^ an 
independent organization^ and the President's Committee on 
Consumer Interest^ a governmental agency, provide much infor­
mation about the various means being used to further consumer 
education,
The Council on Consumer Information is the result 
of a conference composed of twenty-one leaders from various
in April. 1953- These leaders met to explore means for 
meeting the need for information to guide consumers in 
their complex buying problems. The sole purpoc.e of the 
Council is to contribute to the more effective fact-finding 
and teaching of consumer information. The Council is 
politically non-partisan and takes no stand on any issues 
of public policy because the members believe that only in 
this manner can the Council best fulfill its purpose.
ine Lcunci_ on oonsnoier in:orn&-]_on nas pronu_Lgaoe: 
pamphlets aimed ao upgrading the information available to 
the consumer in the area of buying. These pamphlets are 
available at a nominal fee and have been us-d in the oublie
-a_:ang:
methods for Improving these means. The proceedings are 
published and are available for interested groups and 
individuals, thus the conferences have a uidescread impact.
:'n January. 1$6^
was estao_csnea cy tne rresiaent ci tne uniteci states . a 
full-time chairman^ 1rs, Esther Peterson. :tas appointed. 
Thic is the first time that consumers have had a voice to 
speak for them in the White House. The Committee is com­
posed of representatives from the Departments of Agricultu: 
Commerce; Health. Education and Welfare; the Interior : 
Justice: and Tabor : the Housing and Home Finance Agency; 
the Federal Trade Commission; and the President's Council 
of Economic Advisers. Other members of the committee are 
government officials and private citizens designated by th; 
President. The Committee has held consumer conferences 
throughout the United States to try to determine the prob- 
lems of consumers as well as the ways and the roeans of 
solving these problems.
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'I'opic: w'nat People Buy
Items in each of the four columns are illustrative only. In the development 
of an attitude'" toward buying, teachers and students would study and analyse a great 
many more facts, knowledges, understandings^ and concepts than are presented here.
FACTS
Less than $0 percent of the average buyer's dollar 
is spent on food, clothing, and shelter.
Parents buy S400 worth of goods and services to
provide for a one-year old.
A family of four spends, on the average, S321 per
year on medical bills.
Twenty-five percent of all greeting cards, 27 percent 
of all cosmeuics, end $0 percent of all records are 
bought by teenage girls.
Young marrieds buy L~ percent of all bedroom furniture.
KPOLTiEBC-PS
What is bought by a family 
is affected by the number 
and ages of the individuals 
in the household.
Tne buying of an individual' 
is influenced by fad, personal 
vastes, educational background, 
and so forth.
Planning what to buy helps an 
individual achieve his goals.
UWBERST.YMDIKC-S CONCEPT
Goods and services purchased 
by individuals include the 
basic necessities required 
to sustain life, and the non- 
essenvials that add to the 
satisfaction and the enjoy­
ment of life at a particular 
time.
Two-thirds of all drugs found in the market place today 
were not available ten years ago.
Consumers bought almost t,OOO,O0C :ars in 1565.
Over 2,COG.ICO frostless refrigerators 'vere bought ir
Approximately 7,100 items are available in a super­
market .
Four out ci i’ive houses have one or mors slephone:
Fresh fruits and vegetables are made available every 
day from growers located as far as 3.-000 miles away.
Today's buyer shops in the most 
abundant market in the world.
Buyers demand and receive not 
only variety in products, but 
c'ualitv' and convenience as '.veil.
Greater discretionary spending 
power results in a greater demand 
for items that add to the buyer's 
comforts.
People buy goods and services 
that help them enjoy life.
Buying in an affluent 
society is characterized 
by the uniformity, con- 
venience, variety, and 
availability of goods 
and services.
In the final analysis 
what people buy is 
determined by how- they 
exercise discrimination 
as they endeavor to 
obtain w'nat thev want
out of life and to 
obtain what they need 
to s'ustain life.
Toda\ over SSOO billion of life insurance is owmed
by the nation': r a m i l l e s .
individuals spend over 2.; billion dollars yearly in 
the area of the "arts." not counting books and educa­
tion .
Police end fire protection, recreation facilities, and 
nume ro'us other services account for over TO percent 
of government expenditures.
men spend almost Shoo,000,000 each year on toiletries.
Coca-Cola is available at more than t'wo million loca­
tions in the United States.
Buying should satisfy the wants 
and needs most important to the 
individ'ual.
Expanding leisure time enables 
individuals to enjoy items that 
add to their enjo^mont of life.
Buyers are not inclined to go out 
of their wav- to purchase conve­
nience goods: therefore, these 
goods are made available in as 
many locations as possible.
With the vast array of 
goods and cervices 
available :hv the market 
place, people should 
exercise much discrimi­
nation in their buying 
if they want to maximize 
their purchasing power.
*The fifth and culminating step in the conceptual approach to learning, attitude formation, is not included in this illustration.
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;ions tnereo: An assimilation ana realization
results i n  a concept, or a genera^izea i ce -  
o f  n h a t  e i t h e r  should or s h o u l d  not r e s u l t  from a g i v e n  
fact situation. From t h e  u t i l i z a t i o n  o f  the c o n c e p t s ,  one 
finds t h e  student d e v e l o p s  c e r t a i n  attitudes, or a mental 
position w i t h  r e g a r d  t o  a  g i v e n  s t a t e  o f  f a c t s , The n e x t  
s t e p  i s  t h e  i n f l u e n c e  o f  t h e  b e h a v i o r  of t h e  individual. 
T hr oug h  c o r r e c t  a s s e m b l i n g  o f  f a c t u a l  d a t a  and c a r e f u l  
guidance o f  concept development, one h e l p s  t h e  student 
become an  e d u c a t e d  buyer n i t h  a p p r o p r i a t e  and  desirable 
economic a t t i t u d e s  both f o r  h i m s e l f  and t h e  economic socic
The numerous presen%aûions of Information about
ment cf the content of ouymanehip. A major problem exist, 
in handling the extensive amount of information xitnin an 
appropriate pattern of summarization in xhich categories
approached from several points of view over a time span o:
approximately one year, during ^hich an effort was made tc
collect and group similar types of information. As a 
result, an arbitrary set of divisions or categories had 
to be draun by this researcher, and the relevant informa- 
tion i s  p r e s e n t e d  under t h e  following designated s;
2. Why People 3uy
3 , How People Buy 
- ; What People Buy
r ■ When People Buy
6. Where People Buy
7 . Economics of Buvins
: _ V. VC C.
%nat concerTi
The act of buying is performed whenever one acqulr, 
either an economic good or service by the giving of either 
money or other valuable consideration. Inasmuch as all 
people consume goods and services, the need to acquire 
those physical goods and various kinds of services provides 
the primary incentive for acts of buying.
Buy ing  i s  often considered to be  a  r o u t i n e  kind of 
activity, and people tend to give only secondary considera- 
tion t o  the buying process as t h e y  a n t i c i p a t e  using what- 
ever they buy Buying for most people is something chat 
must be done but r e q u i r e s  l i t t l e  thought. For this reason
— c. - r-i f r'-11 T i -r ci -i m  1 ^ q c vo n o t-o p c T'Vt o ô o o-p, o - p  _
i n g h  arid d é p o r t e n t  cu-cccmes c f  b u y i n g  a r e  o n l y  o c c a s i o n a l l y  
considered to be significant. w h i l e  i t  i s  t r u e  that i n d i ­
v i d u a l s  acquire goods and s e r v i c e s  by  means of r e l a t i v e l y  
simple techniques, b u y i n g  does involve much more than mere
a c q u i s i t i o n  c f  s o m e t h i n g .
Arch If. i r o e l s t r u p .  Consumer Pr o b l e m s  and Personal 
(New York: Mc Graw-Hi l l  Book Company,  i 9 6 0 ) ,  pi  Î C
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T hi s  p e r c e n t a g e  i s  s m a l l e r  t h a n  
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:ffect on an economy where so many non-essential
:hat f u l f i l l s  t s y c h o l o g i c éIOCS IS tnat cuyin
'Time, op . 59
iroeistrut. oc. cit., t
wan%=. ine variety o: gooas ana services ao imiiil psycno- 
logical wanos i s  almost e n d l e s s .  T h e r e  a r e  more items sold 
to fnlfill psychological needs and wants than there are to 
fulfill physiological needs, thus if only physiological 
needs were fulfilled in the United Staies. the level of 
living would be much lower than it it today.^
The variety of goods and services available to mee' 
an individual's physiological and psychological needs is
goes CO f u l f i l l  p r i -  
marily physiological needs, one can find more than 7,000 
items from which to choose. A stroll up and down the aisle: 
reveals chat foods can be purchased that are ready for 
immediate consumption and others that r e q u i r e  e x t e n s i v e  
preparation at home. If an individual does noo want no buy 
either of ohese types of food at the supermarket, he can go 
to a restaurant and have his food prepared and brought to 
him. The variety does not s t o p  t h e r e ,  because t h e  indivi- 
dual can select a restaurant that provides a unioue atmo- 
tc accompany the meal, which some 
makes the food taste better. Of course, the variety of 
prices available, too, r e q u i r e s  consideration. The v a r i e  
i n  goods  n e e d e d  to f u l f i l l  physiological requirements i s  
almost unlimited and t h e  choices depend upon t h e  individu 
h i s  t a s t e ,  and h i s  p u r c h a s i n g  power .  Choo s in g  goods or
rime, loc. cit., 5 9 .
in l u i i i i i i n g  a p a y s i o i o g i c a i  n e e a  not oniy oe: 
'eat variety of goods and services offered ont 
:f the unli^nced number of psychological needs 
individuals. The choices are determined orim:
nis purchasing po^^r
The problem or why people buy has in ' 
gnored by economists, probably because
:as- oeen
nas always oeen acuteiy sncrl 
his economic theories around the behavior of the buyer and 
proposed that people do n o t  automatically buy  enough  t o  
maintain economic  p r o s p e r i t y .  People buy  f o r  many reasons 
he contended, but t h e  f a c t  s t i l l  remains t h a t  there muse 
be a motivating factor to persuade the buyer to increase 
h i s  p u r c h a s e s . "  P r e s e n t - d a y  producers and retailers a r e  
s p e n d i n g  $200 m i l l i o n  a y e a r  on m a r k e t  research to discover 
what the b u y e r  wants, how much he  w i l l  be w i l l i n g  cc pa y  
for i t ,  how he wants i t  p a c k a g e d ,  and whe re  he wants i t  
Eold.^ They a r e  s p e n d i n g  o v e r  313 b i l l i o n  e- 
a d v e r t i s i n g .  T r o e l s t r u p  s a y s ,  "The result of some o f  
e x p e n d i t u r e  i s  i n f o r m a t i v e ,  accurate, and i n  good tas
'C a m p b e l l ,  on. cit., pp .  2 0 1 - 2 0 2 .  
'Why P e o p l e  Buy,  o o . c i t . ,  p .  7.
?
3cS c o u t i n g  t h e  T r a i l  f o r  M a r k e t e r s .  ' B u s i n e s s  W 
.807 fAoril 18, 1 9 6 3 ), Q-
3-
~ r’om nT!F oTa'
 ^ f-'-om rt. .-%=.TP nn^^^.v'^rensss to tha" of preferring.
produci. Individuals find
out about neu and improved products through advertising
and often buy them primarily because of than advertising.
If io were not for advertising, a number of products would
remain unknown oo a large segment of buyers. many of these
products are definite advances over other products. After
acquiring information f r om a d v e r t i s i n g ,  the p r o s p e c t i v e  buyer
should determine w h e t h e r  t h e  product w i l l  satisfy n e e d s  and
wants that w i l l  ungrade h i s  standard o f  l i v i n g  Once the
:S to the ma
possible that the salesman may "sell' him on
Advertising and salesmen do play on
The majority of citizens today have grown up with advertising
therefore t h e y  are a b l e  to d i s c o u n t  much advertising when
2
they find it to be unimportant to them. As Americans become 
more discriminating b u y e r s ,  they also become more interested
-Troelstrun, on. cit., nn. 6 & i2.
np. 1 8 -1 9 .
'Katona. on. cit.. n.
%av2 rt2 >e%ent& tnat tremort useiul information about
; 1 V iT.cva r_ao j . e  p r c a u c t i .  ana  
nd s e l l i n g  t e c h n i q u e s  t h a t  p l a y  on human e m o t i o n  
i z e i  as  oeonie become more i n f o r m e d  about t h e i r
s i s n i i leant
vertiseo re sro^ins ana
:ne numcer o: oroau:
:ne amount o: luna:
amount oi time tnat tne prospective ouyer nas to spena in
r e a d i n g  t h e  m e s s a g e s  r e m a i n s  u n c h a n g e d .  B u s i n e s s  u i l l
ha ve  t o  f i n d  a method cf a d v e r t i s i n g  that m i n i m i z e s  time
usage and yet maximizes buying results.
Bo th  market r e s e a r c h  and a d v e r t i s i n g  are expensive,
b u t  they are l e s s  e x p e n s i v e  t h a n  t h e  f a i l u r e  c f  new p r o d u c t s
2
Today ,  f o u r  o u t  o f  f i v e  new p r o d u c t s  a r e  f a i l i n g .  Tne 
reason might be either that producers a r e  n o t  making enough  
use o f  market r e s e a r c h  and a d v e r t i s i n g  o r  t h a t  buyers a r e  
unwilling t o  try new products. N e v e r t h e l e s s ,  failure of 
t h e  products i s  d e t r i m e n t a l  t o  the economy because people
I f  n r o d u o e r s  are more
c a u t i o u s  i n  their evaluation of market r e s e a r c h  
c o n s i d e r  t h e i r  p u r c h a s e s  more carefully, t h e  h i
)U;
- iTiO'r'l
w. 1 . rucKe 
N a t i o n ' s  B u s i n e s s .  LI
;w Customers Makt
65-67.
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2„S c o u t i r, cr Tv"' c; Trail for Marketers." loc. cit.,
r&%e OI new prcaucos can oe cuo lo a greao exzeno. I'noe, 
booh the producer and one buyer may be able to stop one wast 
caused by the failure of new products.
Cer.ainly, one reasons why people buy are noo ilmi-
and they seek group activity and approval. Wants are strong, 
influenced by opinions of the groups oo which people belong 
and are, therefore, sociological in nature. Numerous indi-
with p a r t i c u l a r  g r o u p s .  Americans want  t o  buy  wha t  ooher 
Americans are buying, and this desire is so thoroughly recog'
derive psychic satisfaction from buying what their group 
approves because doing so tends t o  make them acceptable t o  
the group and helps them to attain the social status that is 
important to them as members of society.- Buying to satisfy 
psychological needs helps individuals a c h i e v e  their desired 
s t a n d a r d s  o f  l i v i n g .
A n o t h e r  major psychological reason f o r  buying i s  
gift giving. Gifts are bought for holidays, birthdays, and 
o t h e r  festive occasions. Many times people buy  items f o r  
g i f t s  that t h e y  would  not themselves consider usinz. and man;
1
ibi^. Campbell, op.  cit.,
35
times the persons who receive the gifts never use them for 
cheir incencec purposes. Today, some holidays have been com­
mercialized to an excent that is considered pernicious. In 
many families, the amount of spending is increased to such 
an extent that financial difficulties arise after the pur­
chase of gifts. On the other hand, the commercialization of 
these occasions boosts sales of retailers and helps the national 
economy. During major holiday seasons confidence men are hard 
at work to separate buyers f rom their money, sc that e a c h  
b u y e r  ha s  t o  be  v e r y  cautious and a l e r t  t o  t h e  quality o f  t h e  
merchandise that he purchases. Even t h o u g h  gift giving has 
been commercialized, and even  though some try to profit 
unjustly from t h e  p r a c t i c e ,  t h e  economy has profited f r om 
the commercialization, and individual buyers do not have co 
s u f f e r  i f  they engage i n  wise planning before buying gifts.
A l l  c e c c l e  must buy  to f u l f i l l  their needs and wants.
Inasmuch as  t h e y  spend a great d e a l  o f  time n ouyins ac
t i e s ,  an e i i o r c  s n o u i a  ce mace t o  i n s u r e  t n a u  m e  ac~ oi  
ing is often just as important as the enjoyment of using 
e i t h e r  the p r o d u c t  o r  t h e  s e r v i c e .  If t h e  p r o c e s s e s  involved 
i n  buying are n o t  e n j o y a b l e ,  an individual might lose some o f  
t h e  p s y c h i c  satisfaction that otherwise would have been p r e ­
s e n t  i n  a c q u i r i n g  and using e i t h e r  t h e  good o r  the s e r v i c e .  
B e ca u se  so much time i s  s p e n t  i n  t h e  actual a c q u i s i t i o n  o f  
goods and s e r v i c e s ,  that t i m e  should be as  pleasant a s  possible.
- LI. ana p:
ana
anis cnanainz empnasis in
Plenary inconic -r
_ncr-o: pnysionogncan neea:_
advertising and salesmanship techniques 
doth physiological and psychological needs has brought 
t h e  hizhest l i v i n g  standard ever attained. Advertising
)iavea an important role in tnis advancement
people aware oi new products ana tne uses ot exisiing pro- 
d u c t s .  Desire f o r  s o c i a l  status has  also e n c o u r a g e d  people 
to buy more. The practice of gift giving helps boost the
ctors encourage people to duy. As peopie engage in ouy-
tney snouid try to en toy tne oi
as POSE::^^^e o e c a u s e .  i i  t n e  ou y in g  transaction i s  p _ e a s a n t .  
t h e  u s i n g  process i s  much more e n i o v a b l e .  T h e r e  a r e  numerou
: ocas  and services a v a i l a b l e  i n  the marker place. ■J _L
likely t o  increase. B u y e r s ,  t h e r e f o r e ,  n e e d  to d e a l  as 
e f f e c t i v e l y  as  p o s s i b l e  w i t h  t h e  v a r i e t y  and t h e  choices 
available i n  t h e  market place. They s h o u l d ,  f i r s t  o f  a l l .
come more firmly to gri
ouy,
PS witn an understanding c:
How P e o p l e  Buy
People buy in diverse ways and by ^^ans of many and 
varied techniques and procedures. In genera.. how people buy 
^ay be characterized by the words "deliberation" and "impulse 
The deliberate buyer thoroughly investigates the quality c f  
all available goods and services that may serve his needs,
He analyzes trices and is seldom guilty of oavins a hizh 
price for either a good or a service when a less expensive 
and an equally s a t i s f a c t o r y  item i s  available.. He i s  not 
unduly swayed by either advertising or the buying standards 
o f  h i s  f r i e n a s  and neighbors.
I n  contrast; t h e  i m p u l s i v e  buyer i s  e a s i l y  influence! 
and frequently swayed by the emotional appeals of the adver­
tising industry. He buys compulsively and commonly makes 
purchase d e c i s i o n s  on the spur of the moment.  Hi s  regard 
f o r  the quality of t h e  goods  and s e r v i c e s  that he buys i s  
casual and his motivation to buy  c a u s e s  him to display l i t t l e  
concern f o r  p r i c e .
Most  p e o p l e  can  be  c a t e g o r i z e d  as "average" buyers 
as they practice buying procedures somewhere between the two 
e x t r e m e s .  The average b u y e r  i s  s t r o n g l y  i n f l u e n c e d  by h i s  
p a s t  experiences i n  buying and t h e  habits o f  b u y i n g  he ha s  
developed over a r e l a t i v e l y  long period o f  t i m e .  He i s  a l s o  
i n f l u e n c e d  by  t h e  b u y i n g  p r a c t i c e s  o f  t h e  groups to which he 
b e l o n g s .  I n  a l a r g e  measure, how he buys i s  determined by 
h i s  longstanding t a s t e s  and  his s h o r t -  and long-term personal
ana ~ne innuasive nines oi ouyin;
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ly comprehend the significance of deliberate and
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they engage in planned buying, they also engage in other 
types Cl financial planning that either encourage or force 
then to decide what they want out of life and how best to 
achieve their personal and family goals. These kinds of 
planning often help them to eliminate wasteful spending 
and to live better within their income. Inasmuch as the 
homemaker^s role as a purchasing agent is very important, 
the intelligence with which she plans the buying of both 
major and minor items is a prime factor in determining th- 
level of living for the entire family. All buyers should 
predetermine the utility and the satisfaction to be ueriv 
from goods and services to be bought and then plan each 
purihase accordingly.
irregular purchases, the buyer is most likely to fail to
plan and exercise deliberation. Conversely, when buying
large, more apparently important items, most buyers engan;
in at least some planning and proceed more deliberately.
i n  thi: regard, the f i n d i n g s  o f  the U n i v e r s i t y  o f  r -hchigac
Center a r e  significant.
In the case of large, important purchases, our 
studies show a much higher degree of deliberation. 
These were p u r c h a s e s  o f  r e f r i g e r a t o r s ,  television 
sets, kitchen ranges and washing machines. For 
about half the buyers a planning period in excess
"ideas in Action," Bettor Homes and Gardens, XXXIX
1961 , 15-16, 36-36.
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Press Coy#'
: . i ’c_e e cc nc m ic  con;- . iàera,*: ion I f  cne  c o n s i d e r s  t h e  need 
fu_:ii_ed i n  relation t o  t h e  c o n s i d e r a t i o n  p a i d ,  one can  
- . - n a c _ i c h  a n e - d - p r i c e  ratio I f  a  buyer f u l f i l  _s a need  
a t  a _cn p r i c e ,  he  h a s  a low n e e d - p r i c e  r a t i o  and  h a s  
obtained a b a r g a i n ,  and t h e  lower t h e  r a t i o  the g r e a t e r  
t h e  bargain. Conversely, i f  he f u ^ f i l ^ . : ,  a n e e d  a t  a high 
p r i c e ,  he h a s  a h i g h  need-price r a t i o .  The h i g h e r  t h e  
r a t i o ,  t h -  _ e s s  t h e  bargain
The a b i l i t y  o f  the deliberate buyer t o  choc se the 
proper qua.ity and q u a n t i t y  o f  p r o d u c t s  and s e r v i c e s  i s  t h e  
n ^ j c r  f a c t o r  that d e t e r m i n e s  w h e t h e r  o r  not t h e  b u y e r  g e t s  
a "bargain " A r e a l  b a r g a i n  i s  o b t a i n e d  o n l y  when t h r e e  
factors are present These are
1 The individual must  ha ve  a definite ne--d
f o r  the i t e m ,
2 The i t e m  mu^t be o f  suitable quality f o r  
i t s  intended use, and
j . The item must be offered at a lower than 
usual p r i c e
B a r g a i n  hunters must  be h i g h l y  knowhedgeab l -  about the 
a c t u a .  value and p r i c e  o f  goods  and the u t i l i t y  t h a t  can  
be  e x p - : t e d  f r o m  them.  Many d i s r e p u t a b l e  retailers c a l l  
s p e c i a l  a t t e n t i o n  t o  some b e n e f i c i a l  a s p e c t  o f  an i t e m  and 
sell t h e  i t e m  a t  an  amount  higher than its regular price
' u r l y  T s e l i n ,  "How women S p e n d , "
c l  IX, CO Ü A p r i l ,  1 9 6 2 ) ,  99
vtners oTier mercnanaise aü a lower price tnan similar 
merchandise in their store. Often the lower-pri 
is of inferior quality and better merchandise could have 
been obtained for less money elsewhere.^
Bargain shopping is not always planned because many 
cimes buyers shop deliberately for a specific item, find 
anocher item on sale, decide whether or not the bargain . 
item is needed, the quality is good, and the price is low, 
and then buy t h e  bargain item a t  a  considerable savings.
Even t h o u g h  t h e  buyer d i d  n o t  s t a r t  out to buy t h a t  particu­
lar item, he has s t i l l  b o u g h t  w i t h  d e l i b e r a t i o n  b e c a u s e  he 
made several important d e c i s i o n s  a s  t o  n e e d ,  quality, and 
p r i c e  before making t h e  p u r c h a s e .
Another illustration of deliberate b u y i n g  i s  a 
purchase to u p g r a d e  p r e s e n t  l i v i n g  c o n d i t i o n s .  I n d i v i d u a l s  
acquire goods  t h a t  a r e  s u i t a b l e  a t  a  p a r t i c u l a r  t im e  with 
t h e  intention cf upgrading chem a t  a l a t e r  date. Higher- 
quality i t e m s  are i n  t h e  long-range p l a n  o f  t h e s e  p e o p l e  
who,  because of present l i v i n g  c o n d i t i o n s ,  ch o os e  t o  buy 
lower-quality i t e m s  f i r s t  and enjoy t hem f o r  a prescribed 
p e r i o d  o f  time. They can  use t h e  less e x p e n s i v e  items t o  
h e l p  defray some o f  t h e  c o s t s  o f  higher-quality i t e m s  later,'
-w.  Harmon W i l s o n  and E l v i n  S.  E y s t e r ,  Consumer  
Economic Problems ( C i n c i n n a t i :  S o u t h - W e s t e r n  P u b l i s h i n g
Co., 19bl), p. 331.
?
B e o t e r  Homes and  G a r d e n s ,  on .  c i t . ,  3H.
ror example, xnen a seeks sneiûer üney usually inve:
a s^all amount of money at first thus enabling them to up- 
g r a d e  their s h e l t e r  i n  s u b s e q u e n t  years without a great 
s e r a i r  on their income. Determining the resale p o s s i b i l i -  
ties for heavy consumer durables such as houses, cars, boa" 
airplanes, and other large purchases is most important whet 
burners c l a n  ~o u c a r a d e  b e c a u s e  l a r g e  l o s s e s  can be  incurre:
:annot be made. Buyinla
i n c e n c i o n  c i  earner t r a c i n g  i n  o r  upgracing i s  a cesiraoi: 
practice from two aspects: (1) the present economy is
boosted through spending on items that are to be traded
up; and {'2) i n d i v i d u a l s  a r e  not l i k e l y  t o  cue  a  s t r a i n  on
t h e i r  present income t h r o u g h  o v e r s p e n d i n g .
A deliberate buyer i s  aware  o f  the utility that
each good and s e r v i c e  p o s s e s s e s  when he s e e k s  that good
1
and s e r v i c e  i n  t h e  m a r k e t  place." The deliberate buyer 
i s  fully aware that f a c t o r s  s u c h  as  fashion, fad, and the 
s a t i s f a c t i o n  f rom the u s e  o f  goods  and s e r v i c e s  i n f l u e n c e  
his thinking when making a d e c i s i o n  t o  buy. Even though 
t h e  deliberate buyer r e a l i z e s  t h a t  a less e x p e n s i v e  item 
w i l l  provide the same u t i l i t y  t h a t  a more expensive item 
w i l l ,  he may cho ose  t h e  more e x p e n s i v e  item b e c a u s e  o f  t r x  
psychological satisfaction t h a t  he  believes he w i l l  de r i ve
I rom. tnat i t e m .  i n  a n o c n e r  instance, nowe ve r ,  cn
-' 'How to Keep Your  Money from D r i b b l i n g  Away, 
B e t t e r  Homes and G a r d e n s , XL, Ho. 10 ( O c t o b e r ,  1 9 o 2 ) ,  
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to obtain t h e  b e e t  p r o d u c t  f o r  the p r i c e .  he  r e s o r t s  t o  
deliberate a c t i o n  i n  b u y i n g  on i n f r e q u e n t  o c c a s i o n s  and 
then only i n  t h e  b u y i n g  o f  i m p o r t a n t  i t e m s  t h a t  c o n s t i t u t e  
for him t h e  u n u s u a l ;  l a r g e  purchases.
I m p u l s i v e  b u y i n g  i s  p r i m a r i l y  e m o t i o n a l  and  usual.y 
i s  c c s t _ y  D u r i n g  l 9 - 9 j  58 p e r c e n t  o f  t h e  g r o c e r y  b u y i n g  
decisions were b e i n g  made a f t e r  p e o p l e  a r r i v e d  a t  s u p e r ­
m a r k e t s ;  d u r i n g  1959 ,  t h i s  f i g u r e  r o s e  t o  73 percent."
These f i g u r e s  i n d i c a t e  t h a t  i n c r e a s i n g  number s  o f  p e o p l e  
a r e  d e v e l o p i n g  t h e  cus tom o r  habit o f  e n g a g i n g  i n  impulsive, 
even  i r r a t i o n a l ,  b u y i n g  b e h a v i o r .  The s e l l e r s ,  o f  c o u r s e ,  
a r e  c a p i t a l i z i n g  on t h i s  f a c t .  Each g r o c e r  knows t h a t  mos.t 
shoppers sp en d  a b o u t  t h i r t y  m i n u t e s  i n  h i s  sc o r e  and cT.i t  
e v e r y  a d d i t i o n a l  m i n u t e  t h a t  he  can  detain them wi__ y i e l d  
a b o u t  f i f t y  c e n t s  i n  s a l e s  t o  him
I m p u l s i v e  b u y i n g  o f  s m a l l  i t e m s  i s  often justified 
by  t h e  a r g u m e n t  t h a t  m a j o r  p u r c h a s e s  a r e  n o t  made that way,
^why You Spend So Much on Groceries,"
XTX; To.  9 ' S e p t e m b e r ,  1965} ,  2(
.mes
however, toc lew people realize that tne savings maae on the 
buying of s e v e r a l  s m a l l  i t e m s  can  e i t h e r  e q u a l  or s u r p a s s  the 
savings made on a  s i n g l e  large i t e m .  A l l  b u y e r s  n e e d  to be 
aware  that to s a t i s f y  a whim o f  the moment, no matter how 
small, without thought i s  c o s t l y .
C o n v e n i e n c e  buying i s  a  m o d i f i c a t i o n  o f  imnulsiv
buying. The s t o r e  . j u s t  a r o u n d  the corner, t h e  hair stylist 
in the shopping center, t h e  p a i n  reliever on t h e  grocery 
store c o u n t e r ,  and many o f  t h e  s e l f - s e r v i c e  arrangements 
i n  retail outlets make buying c o n v e n i e n t .  C o n v e n i e n ce  
b u y i n g  i s  seldom based upon deliberation or planning, t h u s  
i t  i s  u s u a l l y  an e x p e n s i v e  p r a c t i c e .  When b u y e r s  shop f o r  
t h e  s a k e  o f  c o n v e n i e n c e ,  t h e y  usually shop  o f t e n .  The more 
o f t e n  p e o p l e  enter s t o r e s ,  t h e  e a s i e r  i t  i s  f o r  t h e  retailers 
to s e l l  them items they do not n e e d . '  The s t o r e s  t h a t  a r e  
convenient at a particular t i m e  may n o t  be  the ones  w h e r e i n  
t h e  b e s t  buys  are available. Even i f  t h e  p u r c h a s e s  are 
minor ones, t h e  money s a v e d  on s e v e r a l  small purchases can  
come t o  a s i z a b l e  amount during t h e  y e a r .  C on v e n i e n c e  buying 
offers certain advantages, b u t  individuals must  a l s o  weigh 
t h e  disadvantages of t h i s  t y p e  o f  buying t o  be certain that 
t h e  convenience h a s  v a l u e  i n  r e l a t i o n  t o  such f a c t o r s  as  
q u a n t i t y ,  quality, and p r i c e .
-Sally Iselin, loc. cit.
A::ijen:e is oiten apparent loaay i 
buy. Because consumers have more money, they lenb oo bevelop 
mucn concern for nonessentials such as style and iad. Ac 
times these concern^ are reflected in deliberate buying
in impulsive kinds of buying behavior.
As evidence of the influence of style and fad, 
women often change their hair styles ihree or four times 
a year so that they will be "stylish." Significant numbers 
of women buy clothes with the intention of wearing them only
o f  relatively low-cost merchandise, even  career girls can 
aftord to indulge in what seem to be extravagances. Few 
women are willing to wear hats and dresses after they have 
gone out of style. while women have been close followers 
of style for a long time, only recenoly have styles affected 
the buying habits of the majority of men. well-dressed men 
are no longer buying suits with the expectation ohao they 
will suill be in style three or four years hence.
Even more conscious of styles and fads are the 
nation's teenagers. Teenagers have never before had such 
an influence on styles nor have they been able to start sc
from the adults in society. Today, they are trying to
"Sally Iselin, loc. cit.
Lue that difference by adopting unique fads. fnuer-
:ing_y, what appears to be happening is that adults are
adopting many of the teenagers' styles and fads." The only
people who are little affected by styles and fads are the 
2
older ones. Many older people attempt no buy needed major 
items before retirement and then buy only necessities and a 
few luxuries after retirement. For the majority of Americans, 
buying for reasons of fad and style seems to be an accepted 
way of life. This type of buying for the majority can exist 
only in an economy in which there is a high level of income. 
People with little purchasing power cannot and do not give 
much attention to such things as style, color, convenience, 
and other nonessentials.
The preceding sections on deliberate buying and 
impulsive buying relate directly to how people buy in this 
country, However, at most times, people practice buying 
procedures somewhere between these two extremes. As a 
result, perhaps in each individual purchase, people demon­
strate some element of deliberation and, at the same time, 
some element of impulse,. No buyer wants his purchase to be
David L . Yunich, Address made before American 
Marketing Association, Waldorf Astoria, New York City, New 
York, February l8, 1965,
2
Margaret Parton, "Cur Lives Were Good, Cur Lives 
Are Good," Ladies Home Journal, XLVIII, No. 10 (June, 1961),
1 1 8 -1 1 9 .
e i t h e r  dictated by sumptuary l aws  o r  c o n t r o l l e d  by  p r e s s u r e  
from sellers. A l l  b u y e r s  wa n t  goods  t h a t  perform as  e x p e c t e d  
and that are readily available in the market place.^ They 
want freedom of c h o i c e  when making  t h e i r  p u r c h a s e s . To 
maintain this freedom of choice, buyers must make t h e  effort 
to buy f r om manufacturers and r e t a i l e r s  who p r o v i d e  t h e  best 
quality merchandise f o r  t h e  l o w e s t  price. The average b u y e r  
does  n o t  a lw ay s  do t h i s  f o r  w h i l e  he i s  n o t  always impulsive 
i n  h i s  buying, he does  n e e d  t o  p r a c t i c e  more deliberation i n  
o r d e r  t o  p r e s e r v e  h i s  freedom of choice i n  t h e  market place.
I n  summary, how t o  b u y  s h o u l d  be  t h e  c o n c e r n  o f  
e a c h  b u y e r .  The mistakes o f  t h e  reputable businessman and 
t h e  deceptions o f  t h e  few d i s h o n e s t  businessmen c a n  best be 
r e d u c e d  b y  good p r a c t i c e s  and p r o c e d u r e s  on t h e  p a r t  o f  t h e  
b u y e r  himself. He s h o u l d  d e a l  w i t h  t h e  r e l i a b l e  b u s i n e s s  
firms t h a t  have  t h e  good r e p u t a t i o n s  t h a t  t h e y  wa n t  t o  
protect. He s h o u l d  be c o n s t a n t l y  and persistently c u r i o u s  
a b o u t  costs, i n c l u d i n g  t h o s e  involving delivery, alterations, 
extras, f i n a n c i n g ,  and so f o r t h .  The b u y e r  should s e a r c h  
f o r  q u a l i t y  and co m p l a i n  w h e n e v e r  he does  n o t  g e t  i t .  He 
should shop p a t i e n t l y  and c a r e f u l l y  and ch ec k  t h e  merchandise 
b e f o r e  he buys  i t .  Improvement i n  buying i s  i n v a r i a b l y  t h e  
immediate r e s u l t  o f  the awareness o f  and practice o f  t h e s e  
p r o c e d u r e s .
^Coles, o£. cit., pp. 9-10.
what  P e o p l e  3uy  
what  p e o p l e  ouy i s  a d i r e c t  r e s u l t  o f  t h e i r  e conomic  
position, the demands of society, and their personal desires. 
The basic necessities of life notwithstanding, a study of 
what p e o p l e  buy i s  i n  e s s e n c e  a s t u d y  i n  sociology itself.
The economic position of most Americans is considerably 
better than t h a t  o f  e i t h e r  t h e i r  p a r e n t s  o r  t h e i r  grand­
parents, and t h e y  are l i v i n g  i n  a d i f f e r e n t  s o c i e t y :  conse­
quently, t h e  products t h a t  e ac h  generation chooses v a r y  
greatly.
P e o p l e  buy  t h o s e  t h i n g s  t h a t  add  t o  t h e  s a t i s f a c ­
t i o n  and enjoyment o f  l i f e  a t  a  p a r t i c u l a r  t i m e .  These  
i t e m s  i n c l u d e  food, s h e l t e r ,  c l o t h i n g ,  transportation, 
education, physical and mental w e l l - b e i n g ,  protection, 
recreation, and c o m m u n i c a t i o n .  At present i t  seems t h a t  
there i s  available a l m o s t  any  item that an i n d i v i d u a l  could 
want  o r  need . P r o d u c t s  and services a v a i l a b l e  i n  t h e  m a r k e t  
p l a c e  a r e  so varied i n  t y p e  and vast i n  number  t h a t  i t  i s  
inconceivable f o r  any i n d i v i d u a l  t o  consume a substantial 
sampling during h i s  l i f e t i m e .  P e o p l e  have  u n l i m i t e d  wants
and are demanding even  g r e a t e r  v a r i e t y  i n  p r o d u c t s  and 
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services. t h e y  a r e  a l s o  demanding  t h a t  q u a l i t y  and c o n ­
v e n i e n c e  be  i n c l u d e d  i n  t h e  products and t h e  services
■ " Id i t o r s  o f  F o r t u n e ,  The Changing American M a r k e t ,
I Garden  City, Few York:  Hanover  House, 1953 ; ; p p . 25-30.
p
“ Mercedes  Wood, The Sunday  Oklahoman, March 13; 19^6
n . 5.
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many Americans hav e  oj 
)0 In contrast to the past whe 
aooentlon was paid to the number of calories contain 
food, today much food Is purchased only because of 1 
low caloric content. Food products have changed not 
I n  caloric and vitamin c o n t e n t  but also I n  the t y p e s  of 
p r o c e s s e s  a v a i l a b l e .  F r o z e n ,  d r y ,  and c a n n e d  f o o d s  o f  man; 
types a r e  a v a i l a b l e  throughout t h e  y e a r  even  though they 
are out of s e a s o n ,  and rapid t r a n s p o r t a t i o n  p r o v i d e s  more 
is a l l  year. A l l  o f  t h e s e  a d v a n c e m e n t s  have met
onu.y
v' lLa t n e  a p p r o v a l  ana  s a t i s f a c t i o n  o f  b u y e r ?  and hav e  h e l p e d
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make t h i s  n a t i o n  t h e  b e s t  f e d  I n  t h e  w o r l d .
C l o t h i n g  was once  bought to keep  people c o v e r e d  and 
t o  provide warmth ,  but now I t  I s  purchased t o  keep people i n
“ Y u n i c h ,  l o c . c i t .
“ The Chang ing  Amer i can  M a r k e t ,  o p . c i t . ,  p .  2 4 b .
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d e a l  t o  t h e  f a m i l y ,  and h e r  l e s s  c o u l d  mean a g r e a t  e x p e n s e  
00  t h e  f a m i l y  f o r  h o u s e k e e p e r s ,  c o o k s ,  oaby sitters, l a u n d r y  
s e r v i c e s ,  and  o t h e r  d o m e s t i c  s e r v i c e s  t h a t  homemakers  p e r f o r m  
more and more m e d i c a l  i n s u r a n c e  i s  b e i n g  b o u g h t  f o r  p r o t e c -  
cainst t h e  h i g h  c o s t s  o f  m e d i c a l  s e r v i c e s .  A l a r g e rr'
segment o: Americans is realizing the beneiits provided by
1
insurance and i s  buying g r e a t e r  q u a n t i t i e s  yearly.
Group buying o f  p r o t e c t i o n  i s  d e m o n s t r a t e d  also with 
t h e  s e r v i c e s  b o u g h t  with t a x  d o l l a r s .  Few Americans e v e r  
s t o p  t o  r e a l i z e  t h e  e x t e n t  t o  wh i ch  t h e y  r e c e i v e  i n d i s p e n s ­
a b l e  governmental s e r v i c e s .  These  s e r v i c e s  a r e  i n c r e a s i n g  
yearly. P o l i c e  p r o t e c t i o n ,  f i r e  p r o t e c t i o n ,  f r e e  h i g h w a y s ,  
recreation a r e a s ,  and income f o r  r e t i r e m e n t  a r e  j u s t  a few 
o f  t h e  s e r v i c e s  p e o p l e  buy  with tax d o l l a r s .  E v e r y o n e ' s  
s t a n d a r d  o f  l i v i n g  i s  upgraded t h r o u g h  t h e s e  s e r v i c e s ,  and 
b u y e r s  need t o  r e a l i z e  t h a t  t a x  d o l l a r s  p r o v i d e  n e e d e d  bene-
p
f i t s  f o r  many who c o u l d  n o t  have  them i n  any  o t h e r  way.
The amount of time f o r  r e c r e a t i o n  ha s  i n c r e a s e d  f o r  
t h e  people o f  t h i s  nation p r i m a r i l y  b e c a u s e  o f  automation. 
T he re  i s  also more money a v a i l a b l e  f o r  relaxation. One can 
buy  r e c r e a t i o n  t h a t  i s  s p e c t a t o r  o r i e n t e d ,  as  w e l l  as  t h a t  
which i s  p a r t i c i p a t o r  o r i e n t e d .  The l a t t e r  ha s  experienced 
r a p i d  g r o w t h  i n  t h e  p a s t  few y e a r s  b e c a u s e  i t  p r o v i d e s  many
“ T r o e l s t r u p ,  on.  c i t . ,  pp .  j|40-4l.
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their only opportunity for exercise. Anouher apparent 
change is that people actually work at their recreation.
They do not always relax. People spend great su^s of money 
on recreation equipment, rush to a suitable place to use it. 
expend a great deal of energy using the equipment, and rush 
ncme again thoroughly exhausted from their "recreation."
The percentage of people who have maid service is 
decreasing, but the number of people who have some sort of 
'’s y n v h e t i c "  maid  s e r v i c e  i s  i n c r e a s i n g .  P r e p a r e d  foods, 
no-iron fabrics, c a t e r i n g  s e r v i c e s ,  and automatic appliances 
leave few A m e r i c an s  without some s o r t  o f  maid service. The 
demand f o r  this s y n t h e t i c  maid s e r v i c e  i s  increasing, and i n  
a l l  probability more o f  i t  w i l l  be p r o d u c e d  i n  t h e  future.
T h i s  s y n t h e t i c  maid s e r v i c e  b r i n g s  a b o u t  a  change  i n  the 
manufacturing o f  p r o d u c t s ,  a s  w e l l  a s  t h e  marketing o f  
t h o s e  products. F o r  example, f r o z e n  f o o d s  t h a t  r e q u i r e  
l i t o l e  preparation time at home do r e q u i r e  more preparation 
t im e  a t  the factory. T h i s  ad ded  preparation a t  t h e  factory 
adds to the cost of the product. When these foods are marketed, 
t h e  convenience of preparation r a t h e r  t h a n  t h e  food i t s e l f ,  i s  
stressed.
Investments t h a t  p r o v i d e  a  t y p e  o f  protection a r e  
b e i n g  bought i n  greater and g r e a t e r  quantities by  a l a r g e r  
number o f  i n d i v i d u a l s .  P e o p l e  a r e  buying investments to
p r o v i d e  t hem with a h i g h e r  s t a n d a r d  o f  l i v i n g  a t  a l a t e r  
date. O l d e r  p e o p l e  a r e  investing so t h a t  they can r e c e i v e
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an income from their savings. Young adults are buying 
investments to p r o v i d e  money e i t h e r  f o r  their c h i l d r e n ' s  
e d u c a t i o n  or for a new h o u s e .  W h a t e v e r  t h e  motive, more 
individuals a r e  r e a l i z i n g  t h e  b e n e f i t s  from w i s e  buying o f  
investments.
E d u c a t i o n a l  achievement has a d v a n c e d  t o  a  high- 
ranking position on the l i s t  o f  p u r c h a s e s  made by Americans. 
T h i s  i s  i n d i c a t i v e  o f  t h e  high standard of l i v i n g  attained 
i n  o u r  c o u n t r y .  P a r e n t s  a r e  n o t  only seeking e d u c a t i o n  for 
their children b u t  are a l s o  continuing t h e i r  own education.
At no other time have ticket s a l e s  f o r  c u l t u r a l  evenos been 
so high. Book sales hav^ soared in past years even though 
many people have thought that television would reduce the 
number of books read. T h i s  great expenditure for educational 
achievement helps insure our nation a continued high standarc
b '
More and more Am er i can s  a r e  buying p h y s i c a l  h e a l c h .  
Better foods and i n c r e a s e d  knowledge about medicine have 
increased t h e  l i f e  s pa n  o f  A m e r i c a n s ,  Y e a r l y  health check­
ups can  prevent serious i l l n e s s e s  as  t h e  i l l n e s s e s  can be 
caught b e f o r e  they r e a c h  an advanced s t a g e .  Much money i s  
b e i n g  spent on medical r e s e a r c h  so  t h a t  h o p e f u l l y  even 
greater advancements can be made.
A s s o c i a t e d  s i m i l a r l y  with medical s e r v i c e s  are lega. 
s e r v i c e s .  I n  the p a s t ,  few p e o p l e  s o u g h t  legal a d v i c e  u n l e s s  
they were  i n  s e r i o u s  d i f f i c u l t y .  I n d i v i d u a l s  a r e  beginning
acn lamilv uniû comprises a smaj
t h a t  n e e d s  l e z a l  s e r v i c e  b e f o r e  t h e r e  i s  t r o i I D : — X
a h o u t  l e g a l  f a c t s  p r c v i a e s  b u y e r s  t n e  t e s t  p r o t e c t i o n  t h a t  
t h e y  can  b uy  a g a i n s t  b e i n g  v i c t l ^ h z e d  when making  p u r c h a s e s . "
Communication by telephone, telegraph, cablegram, 
mail, and  newspapers i s  b r e a k i n g  geographic barriers through­
out t h e  w o r l d .  I n  t h e  U n i t e d  S t a t e s  almost anyone can  be 
reached i n  a  matter o f  minutes s i m p l y  by  dialing a few digits 
on t h e  t e l e p h o n e .  As business becomes  more complex  and  prob­
lems n e e d  t o  be  s o l v e d  i m m e d i a t e l y ,  means o f  rapid communica­
tion are being p u r c h a s e d  i n  l a r g e r  quantities y e a r l y .  As 
t h e  s o c i e t y  becomes  more m o b i l e  and families a r e  s e p a r a t e d ,  
fast communication p r o v i d e s  a q u i c k  " cure" f o r  h o m e s i c k n e s s .
I n  summary, t h e  r a n g e  o f  products and services from 
w h i c h  t o  c h o o s e  h a s  expan de d  b ey o n d  a l l  e x p e c t a t i o n s  o f  two 
d e c a d e s  ago. As t h e  l i f e  c y c l e  changes, what i s  b o u g h t  also 
c h a n g e s .  I n d i v i d u a l s  p u r c h a s e  n o t  only t h e  basic necessities 
required t o  s u s t a i n  l i f e ,  b u t  a l s o  those items that add t o  
t h e  s a t i s f a c t i o n  and enjoyment of l i f e  a t  a  particular time. 
B e c a u s e  t h e  Amer i can  consumer  h a s  more money t o  spend t h r o u g h ­
o u t  h i s  l i f e  c y c l e  and more t im e  to u s e  goods and services, 
he i s  p u r c h a s i n g  more and more .  The American consumer does  
not demand Q u a n t i t y  a l o n e .  He i s  also demanding more Quality
^Arnold n .  Baroch, K i p l i n g e r ' s Family Buying Guide, 
;lewood C l i f f s ,  N. J , ;  Prentice-Hall, Inc., 1 9 5 9 ) j P- 172
in ni&. purchases. froaucers in che C-ntury, because
of competition, are forced to pay more attention to the demand: 
of ouyers for variety, convenience, and higher quality in all 
produces, and are being required to put forth great efforts 
to mee: these demands
When P e o p l e  3uy
F u n d a m e n t a l l y ,  two f a c t o r s  must be p r e s e n t  b e f o r e  
people w i l l  buy .  The f i r s t  i s  t h e  a b i l i t y  t o  buy  or t h a t  
individuals p o s s e s s  t h e  r e q u i s i t e  p u r c h a s i n g  power .  I n  o t h e r  
words  Individuals must  have  ready c a s h  o r  c r e d i t  a v a i l a b l e .
The second f a c t o r  i s  w i l l i n g n e s s  t o  buy. Willingness to buy 
i s  the d e c i s i o n  on t h e  p a r t  o f  t h e  p r o s p e c t i v e  consumer  to 
purchase the goods  and t h e  s e r v i c e s  o f f e r e d , .  O b v i o u s l y ,  
willingness to b uy  must be  accompanied by  t h e  a b i l i t y  t o  buy  
i f  one i s  t o  e x e c u t e  a d e c i s i o n  t o  buy .  C o n v e r s e l y ,  t h e  
a b i l i t y  t o  buy  without t h e  w i l l i n g n e s s  t o  buy results i n  no 
a c t i o n  on t h e  p a r t  o f  t h e  co n su m er .  Assuming that a b i l i t y  
and willingness a r e  present, one may turn to o t h e r  f a c t o r s  
w h i c h  .ffect when p e o p l e  buy .
Wants and n e e d s  change often and are controlled by 
several f a c t o r s ,  t h u s  making  t h e  p r o b l e m  o f  when t o  buy com­
plex. The decision o f  when t o  buy may be influenced by the 
nature o f  t h e  s p e c i f i c  a r t i c l e  t o  be  purchased, b e c a u s e  cer­
tain items have  c e r t a i n  u s e s .  For example, few p e o p l e  buy  
e n c y c l o p e d i a s  u n l e s s  e i t h e r  t h e y  o r  t h e i r  children a r e  i n
in zneir everyday lives they are of greater value re p-ocle
n e e d r .  During une spring and summer, individuals ^ith lavns 
need  various types of laun equipment. Feu people buy rhis 
equipment in the winter. In fact, stores do not display 
rhi: equipment in the winter, because they know rhat people 
w i l l  buy lawn e q u ip m e n t  o n l y  when t h e y  need i n .  I n  the fall, 
individuals begin b u y i n g  a n t i - f r e e z e  as  t h e i r  c a r s  need 
protection against f r e e z i n g  t e m p e r a t u r e s .  Thus, when people 
buy  i s  determined t o  a g r e a t  e x t e n t  by  their ability to 
begin using t h e  i t e m  b o u g h t  i m m e d i a t e l y  after t h e  purchase.
So far, o n l y  im m e d ia t e  n e e d s  hav e  b e e n  d i s c u s s e d ,  
and the point that c e r t a i n  s e a s o n s  w i l l  be  t h e  d e r e r m i n i n g  
facrors as to when people buy needed items has been made. 
D e c i d i n g  whether to purchase an  i t e m  t h a t  w i l l  f u l f i l l  an 
immediate want f o r  a  p a r t i c u l a r  s e a s o n ,  o r  whether t o  wait 
and buy something to s a t i s f y  a f u t u r e  want wh ic h  might arise 
i n  a n o t h e r  s e a s o n  i s  a  decision t h a t  determines when p e o p l e  
buy .  For e x a m p l e ,  d u r i n g  t h e  summer a f a m i l y  might want a 
mouor boat so that they can go water skiing. They might 
a l s o  want a w i n t e r  v a c a t i o n  so t h a t  t h e y  can  go snow skiing. 
They know that both wants cannot be  f u l f i l l e d :  thus, t h e  
family mus t  make a choice to d e t e r m i n e  w h i c h  want, immediate 
or future, they a r e  g o i n g  t o  f u l f i l l .
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In the American society a great deal of emphasis is 
placed on fads. As new items are introduced into the market 
place, people want to he the first to huy the items so that 
they can attain or maintain a desired social standing. Many 
rimes, the decision of when to huy is governed hy the values 
placed upon fad items.
Teenagers are exerting more influence on producers 
than ever before. In a speech before the American Marketing 
Association, David L. Yunich stated that around "thirty 
billion dollars' worth of family purchasing is thought to 
be teenager influenced."^ These same teenagers presently 
have eleven billion dollars of their own money to spend as 
they wish. Teenagers have definite ideas about what they 
do and do not like and represent the fad creators and fol­
lowers. They are more sophisticated because of mass com­
munications, and they demand better quality products and 
services. Yunich indicates that no high pressure sales 
techniques are necessary to "sell" teenagers. Teenagers 
buy when they are in the store.
The life cycle is an important factor that deter­
mines when people buy. As family circumstances, age, size, 
and geographic location change, buying habits also change.
Purchases must be made to enable the family to satisfy needs
2
and wants at a particular time in the life cycle.
^David L. Yunich, 0£. cit.
^M. R. Neifeld, Neifeld's Manual on Consumer Credit 
(Easton, Pennsylvania: Mack Publishing Company, l^bl), pp.
34-35.
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The decision of when to buy for young marrieds is a 
simple one. They buy now. With easy credit terms available, 
young marrieds do not have to put off buying furnishings 
and appliances to set up their new household, and because 
of the considerable investment required to acquire the 
capital goods of a home, they spend a greater percentage 
of their total earnings during their first year of marriage 
than at any other time.
As the young married couple develops into a family, 
the buying pattern changes. More diverse demands are placed 
on the money available for goods ana services because the 
individual members of the family vie with one another for 
the available purchasing power. One individual might have 
to wait to buy so that another individual can buy to satis­
fy his immediate particular need or want. The decision as 
to when to buy goods and services so that the greatest satis­
faction can be accomplished for the entire family provides 
an interesting challenge for a great majority of Americans.
As the family becomes mature, the size of the 
original household is composed again of two individuals. 
Because of a lifetime of accumulation, needs and wants are 
generally few. With private and governmental retirement 
plans, many older people are afforded the privilege of 
buying when they desire to do so. Thus, as the family
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cycle progresses, wants and needs change, which in turn 
affects to a great extent when people buy.
Another factor that affects when people buy is 
price. If there are strong inflationary indications, many 
individuals make purchases that they might have put off for 
a few months if they thought prices were going to remain 
stable. In other words, some people set up a "stock pile" 
of goods, not realizing that by injecting more money into 
the economy, they are aggravating the inflationary price 
spiral. If people expect'a ”recession, many times they will 
refrain from buying all items that are not absolutely essen­
tial, even though prices remain unchanged and s ^  up a 
stock pile of money rather than goods. Prices become very 
important to individuals when they see the word "sale." 
Because prices are usually reduced during a sale, many 
people purchase items for which they have no firm need 
at that particular time. Certainly, price is an important 
factor to consider in determining when to buy, but price 
is only one of many factors, and should be considered in 
the proper perspective. Through careful planning, sales can 
provide a way to obtain items while saving money at the 
same time. However, if individuals are not good buyers, 
they might pay no lower price, and/or they might get 
lower-quality merchandise.
The time of day affects when people buy. Many 
mothers buy when they return from driving their children
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to school. Others wait until evening so that either their 
husbands can baby-sit, or the entire family can shop. Many- 
working women shop either in the evening or on weekends, 
as this is the only time available for making their purchases. 
Some women who do not work take advantage of slack periods 
to browse leisurely and take advantage of unhurried store 
personnel. Shopping when the store is not crowded can be 
a pleasure and can result in more effective buying. The 
time of day when people buy depends primarily on the factor 
of convenience.
The weather is also an important consideration as 
to when people buy. Any realtor knows that houses sell 
better on sunny days than on rainy ones. Automobiles are a 
second example of this. When the weather is bad, people 
stay at home rather than brave the elements for anything 
that is not absolutely essential. Perhaps this is because 
shopping is not absolutely essential. Perhaps this is 
because shopping excursions have become a type of recreation 
for many families.
Other factors that influence when people buy are 
window displays, item arrangement in the stores, sales 
techniques, and advertising. For example, an individual 
may be walking down the street and an attractive window 
display interests him. If he goes in and buys an item, he 
is exhibiting impulsive buying. This is just one example
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of how a display, an arrangement, or an advertisement can 
affect when people buy.
It is apparent that numerous factors affect when 
people buy. For example, the money must be available, and 
people must be willing to buy. Seasons determine when 
people will buy, as do fads. Another important factor is 
the life cycle. As family circumstances change, so do the 
decisions of when to buy. Prices and the economic outlook 
influence when people buy. Another factor is the time of 
day. The activities in which individuals engage as well as 
individual preferences are the primary factors determining 
the time of day when people buy. Additional factors are 
window displays, store displays, sales techniques, and 
advertising. Each of these factors, even when seemingly 
incidental, plays an important part in determining when 
people buy.
Where People Buy
Shopping takes a heavy toll of time and energy 
today. There are numerous places where people can buy. The 
final decision as to where the consumer spends his dollar 
depends upon the demands he makes on the seller. Consumers 
demand a wide selection of goods and prices, knowledgeable 
and helpful sales personnel, comfortable surroundings, de­
livery service, convenience and charge privileges. All - 
consumers place different values on these services, and no 
consumer demands all of these things all of the time.
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There are various types of retail establishments 
which offer different services to buyers. Buying by tele­
phone is preferred by many people. This method of buying 
offers the ultimate in convenience. The primary advantage 
of buying by the telephone is that little time is spent.
The salesppersonnel receive the specifications for the items 
and then the items are delivered to the home of the buyer. 
The entire transaction takes no more than five minutes of 
the buyer's time. The primary disadvantage of telephone 
buying is that careful comparison shopping is not possible. 
There is no opportunity to examine the merchandise before 
making the purchase. Telephone shopping can be utilized 
successfully for items that are purchased regularly, but 
caution should be exercised when unfamiliar items are 
purchased.
Door-to-door salesmen still provide homemakers 
with an easy method to obtain what they need. Many of 
these salesmen have catalogs which display their merchan­
dise as well as samples of the merchandise. Door-to-door 
salesmen provide convenience to buyers because shopping 
can be done right at home with delivery service, too. The 
disadvantages of utilizing the services of door-to-door 
salesmen are that comparison shopping for prices is not 
possible. There is no assurance that the buyers are getting 
the best merchandise at the lowest price.
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A retailing revolution has been experienced in the
1
past few years with the growth of discount houses. The aim 
of most discount stores today is to provide "one-stop shop­
ping" where everything from food to household furnishings 
are available. These stores waste little space on displays. 
Few sales personnel are used and additional charges are made 
for services such as delivery, charge accounts, and gift 
wrappings.  ^A wide selection of goods is available to the 
buyer so that comparison shopping is possible. If the buyers 
are more interested in the amount of money spent in a store 
rather than the services received from a store, discount 
stores provide them with the opportunity to save money.
Another new concept for shoppers has been brought 
about by the suburbs. This new development is the shopping 
center. Shopping centers provide convenience to shoppers 
as they are close to their homes so that little time is 
spent in getting to and from the centers, and casual dress 
is accepted in the centers so little time is necessary for 
preparation for shopping. Shopping centers provide the 
majority of services available in downtown areas although 
selection of goods is sometimes limited. Considering the 
time, effort, and transportation costs saved, buyers will
^Good Housekeeping, "Readers Surveyed: A Frank nook
at Discount Stores," CLIIlJ No. 4 (October, 1961), l4l-43.
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usually be making a wise choice when they choose to shop
1
in the centers.
Mail-order houses are doing a "land-office" business 
although mo s t  of the business is not conducted through the 
mail. Mail-order houses have set up stores in shopping 
centers throughout the country. These stores operate as 
department stores and account for the major part of busi­
ness for the mail-order house. This transition was necessary 
because of the accessibility of transportation to the home 
maker and the automatic household devices which enable the 
home maker to have more time to spend away from her home. 
Those who still, make use of shopping by mail find it to be 
a convenient method of buying. However, selection is 
usually difficult because only pictures and descriptions 
are provided in the-catalog, but shopping by mail takes 
little time and effort for these reasons and is preferred 
by some buyers.
Downtown stores offer all the services the buyers 
could desire. There is a variety of stores to fill the 
different needs and wants of buyers. The disadvantages of 
utilizing downtown stores are the distance of the downtown 
area from the home, the heavy traffic, and the parking prob­
lem found in most cities. These three factors add up to
^Fitzsimmons, 0£. cit., p. 202.
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lack of convenience; and for this reason, many people prefer
to shop elsewhere.
Various factors, other than the goods and services
offered by stores, affect where people buy. Buyers may shop
in certain stores because they believe that these stores
contribute to their prestige in some manner. Because most
buyers like to feel they are getting something, they buy
in stores that offer something in addition to the product
at its list price. For example, trading stamps have influenced
1
where people buy for several years. More and more sellers 
are competing with one another by using stamps to get custo­
mers into their stores rather than using prices as a means 
of competition. Women are convinced that stamps do not add
to the cost of their merchandise; thus they patronize those
2
stores offering stamps. However, studies indicate that as 
more and more stores offer stamps, the stamps will lose some 
of their appeal and prices will become a stronger influencing 
factor for buyers in their choice of stores. Also, when 
buyers become aware that they can buy more wisely in many 
instances through buying at the store which offers the 
lowest price rather than the one that offers the most trading 
stamps, prices rather than stamps or some similar "gimmick” 
will become the primary tool which sellers will use to bargain 
for the buyers’ dollars.
^Fitzsimmons, 0£. cit., pp. 207-208 
2
Mercedes Wood, "Women Sound Off to Management," 
Sunday Oklahoman, March 13; 1966, p. 5-
72 _
Products are available in a variety of stores. 
Buyers can determine which stores provide the products 
and services at the prices they desire and buy there.
On the other hand, when people desire to buy personal ser­
vices,. they cannot go into a store and examine the merchan­
dise. Where people buy services such as insurance, medical 
care, legal advice, investments, and so forth, depends upon 
what company, firm, or medical center has an individual 
with whom people can develop a rapport so that confidential 
matters can be discussed at ease over the years. Only when 
a rapport is developed can the buyer get the best advice 
from individuals offering these personal services. Through 
trial and error, buyers become certain that individuals 
offering personal services provide the quality of service 
they desire.
Where people buy depends upon what services they 
want to accompany their purchases of goods. Buying by 
telephone, from door-to-door salesmen, and from mail-order 
houses all provide a great amount of convenience, but none 
of these methods enables the buyer to examine his purchases 
carefully or to do comparative shopping. Discount stores, 
shopping centers, and downtown department stores enable 
the customer to examine goods carefully; however, time is 
required to get to and from these shopping places. Time 
and convenience are of great importance when people shop 
for goods; however, confidence in the individual offering
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a personal service is the primary factor in selection of 
where to buy services. The final determination of where 
to buy either a good or a service rests with the preference 
of the buyer.
Economics of Buying
There are at all times interactions of buyers and 
sellers. The amount of buying determines how much will be 
produced and distributed. All sellers watch closely their 
sales figures, because only when consumers buy enough of 
their products can the sellers make the profits necessary 
to remain in the market place. If buyers are cognizant of 
this fact and cast their dollar votes wisely, even better 
products and services will become available to them. Pro­
ducers can maintain their most efficient output and use of 
economic resources only when there is a continuum of buying, 
The amount of goods and resources used determines the 
nature and the extent of the overall processes of pro­
duction and distribution of goods and services.
The overriding effect of buying is the promotion 
of the general welfare and the growth in the economy. The 
primary motivation of each individual in buying is to get 
the largest quantity of needed goods and services with the 
smallest expenditure of funds. This motive is comparable 
to the profit motive of a business enterprise. Because of 
the large amount of economic control that buyers possess.
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they should consider buying with points of view other than 
of buying merely to fulfill their immediate needs and wants. 
They should understand that when they buy from any retailer, 
they are performing an economic service to that store and 
helping it to remain in business. Buyers should exercise 
the buying function with businesses and firms that best 
supply the goods and services they desire.
The overriding result in selling is the rendering 
of service to buyers. At the same time, the primary moti­
vation of the seller is to make a profit from the merchandis­
ing activities in which he participates. Many people have 
come to regard the word "profit" as unrespectable. If it 
were not for the profit a business makes, however, it would 
be impossible for that business to continue to operate and 
to render valuable service in the marketing of goods and 
services. Profits are necessary for any business, and 
profits are fundamental to growth in the American economic 
system of "free enterprise." When people understand that 
in competitive price circumstances no business can exist 
without profits, they will not so readily suecomb to frauds 
and "give-away" schemes in the expectation of gaining some­
thing for nothing. Of course, many businesses have at times 
made "excess" profits because of the types of market struc- - 
ture in which they operated. There is much evidence, however, 
that in the American economy that offers so many choices to 
buyers, excess profit is the exception rather than the rule.
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At the end of World War 11^ business and industry 
in the United States were breaking the barrier of society. 
This country was able for the first time to produce more 
than it could consume based on past demand. Because of the 
rationing which had been imposed during the war, excess money 
was available immediately thereafter. Within a short period 
of time, these reserves were depleted and a new way of in­
ducing people to buy the goods had to be found. The means 
used was the expansion of credit.^ As buyers began to make 
more extensive use of credit, government and business became 
more concerned with the demands of buyers because they were 
injecting greater amounts of purchasing power, money and 
credit, into the economy. Thus, in 1952 consciousness of 
the consumer's buying power in our society was first felt.
"Cyclical fluctuations, inflation or deflation, and
the rate of growth of the economy -- all now depend to a
2
large extent on the consumer." During recent periods of 
economic decline, two of this nation's presidents, Eisen­
hower and Kennedy, urged buyers to buy more. As buyers 
heeded their advice, in each instance, the lagging economy 
was given the needed boost to reverse the downward trend 
and to start its upturn again.
Mercedes Wood, "Better Buymanship for Consumers," 
Address delivered before the Workshop on Education in Family 
Finance, University of Oklahoma, Norman, Oklahoma, July 22, 19^5
p
Katona, o£. cit., p. 3-
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Today, the buyer is so important in keeping our 
society at a high level of production and consumption that 
producers spend money in determining why people buy, how 
people buy, what types of products and services they buy, 
when they buy these goods and services, where they buy them, 
and how much they buy. The government's concern with buying 
is apparent in the fiscal and monetary policy of recent 
years. The government has been reducing taxes and maintain­
ing an easy money policy in an effort to make more money 
and credit accessible to buyers. It is apparent that the 
business and government sectors of the economy recognize
o-
the importance of buying. Both sectors are intensifying 
their efforts to educate buyers so that they will be able 
to make more intelligent use of their purchasing power.
With business and government concerned about buying 
"and selling and with increasing numbers of books, peri*bdicals, 
pamphlets, and other materials concerning buying, it^appears 
that the buyer himself should become more cognizant of the 
significance of his actions than he has been in the past. 
Today, life can be compared to two sides of a coin -- indivi­
duals should be as much interested in what they can buy with 
their money as they are with the amount of money which they 
can earn. Only if the importance and creative aspects of 
buying are recognized will buyers seek more information, 
exercise greater care, make wiser choices, and receive greater 
satisfaction from the goods and services available. Through
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individual and organized group efforts to upgrade the selling 
techniques used by retailers, selling can be improved. To 
the extent that better informed buyers demand quality in 
the products and services offered by sellers, the overall 
circumstances of both buying and selling will be improved.
In the past, many buyers have thought that only manu- 
•facturers and retailers have responsibilities associated with 
the producing and selling of goods of high quality and the 
servicing of those goods when, things go wrong. Today, a 
buyer cannot place responsibility wholly on either the 
producer, the retailer, or the repairman. With all of the 
information available, he must accept responsibility for 
finding out about the goods and services available to him 
and choosing those that will best fit his needs. The buyer 
also has a responsibility to buy new products as they are 
introduced into the market place. .Such products sometimes 
appear to be priced too high, but the prices may be justi­
fiable because a--great amount of money has been spent on 
research; the producer has had to cut back on production 
of one of M s  other products; and if the new product-is a 
success, additional physical facilities might have to be 
built.^ If buyers do not buy new products, manufacturers 
will not be able to continue to produce them, and without 
new products, the standard of living will not -continue to
^Why People Buy, o p . cit., pp. 244-48.
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.rise. The buyer has not only a responsibility for assuring 
himself of a wise purchase but also responsibilities to the 
retailer, -the manufacturer, and the entire economy. He must 
not abuse the many services offered by retailers and manu­
facturers, just %s he must not take advantage of retailers 
and manufacturers because' they, want to protect their custo­
mers ■ good^Will. The buyer has a responsibility to the 
entire nation"in-%thau the economy will operate at its
maximum utility.only if each individual buyer fully uti- 
..
lizes 'the advantage of his privilege to buy.
The major responsibility of buyers to the entire 
economy is to guide and control the production of goods and 
services. This is why the consumer often has been called 
"king." Today, many people believe this idea to be more 
fiction than fact because of the strong influence business 
exerts on buyers. Troelstrup believes that the consumer 
perhaps can really be "king" if he faces up to six major 
responsibilities. These responsibilities are: (l) to be
an alert, informed, and responsible person; (2) to exercise 
independence of Judgment and action; (3) to' recognize the 
dangers inherent-in needless waste of limited natural and 
human resources;^ (4) to buy products and services that are 
produced most efficiently; (5)' to be honest in his dealings 
just as he expects sellers to be in theirs; and (6) to write 
letters of protest to irresponsible industries, merchants, and 
repairmen, Troelstrup indicates that consumers should use
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their freedom of choice in the market place in ways that will 
maximize consumer satisfactions and minimize the waste of 
natural human resources. Buyers should accept the unofficial 
role of inspectors and should support businesses that pro­
vide quality merchandise and service at fair prices. Buyers 
should also support private and public agencies that provide
1
standards of business conduct and quality of consumer goods. 
These responsibilities are great, especially in an increasingly 
complex market place. Through buyer education, collective 
buyer action, self-discipline of business, and effective • 
legislation, the role assigned the buyer in the market place 
can be fulfilled.
In summary, buying is an activity in which all 
people engage. The way in which a person buys determines 
the effectiveness of his spending and, in turn, his way of 
life. Buying is the essential counteraction of selling and 
thus is important to the seller who is dependent upon it as 
his source of income. Both effective buying and effective 
selling are essential to the growth and development of the 
economy. The importance of buying cannot be stressed too 
much because it is through buying that an individual either 
efficiently or inefficiently exerts his purchasing power in 
obtaining goods and services that he needs or desires.
^Troelstrup, o£. cit., pp. 15 & 20.
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Summary
Buying is an activity in which every person engages. 
That activity can be fascinating and challenging; however, 
too few people look upon it as such. No one person can
possess enough facts about every item in the market place
to make a wise purchase each time. Each person should know 
what promotional agencies or services he can turn to for 
the correct information.
This chapter has dealt with seven categories of 
buying. The information presented shows that there is a
deeper meaning in buying than is usually associated by
most consumers with the acts of buying. This information 
makes it apparent that good judgment and creativity are 
essential to better buying.
The information and data make it abundantly clear 
that people buy to satisfy both psychological and physiolo­
gical needs. Because of the high standard of living attained 
by much of the population of the United States, increasing 
amounts of money are being spent on psychological needs. In 
many instances, fulfillment of the psychological needs causes 
buyers to engage in impulsive buying. They let sellers and 
advertisers determine their wants. When a buyer lets impulse 
govern his buying habits, he is seldom able to gain maximum 
satisfaction from his purchases. A deliberate buyer, on the 
other hand, is in control of his buying habits and is able 
in most instances to gain maximum satisfaction from his
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purchasesj as he tends to maximize his purchasing power. What 
these two types of buyers purchase, whether it be on impulse 
or with deliberation, depends primarily upon their economic 
positions, the demands of society, and their own personal 
desires. The means used in determining what the purchases 
will be is the determining factor as to whether or not an 
individual maximizes his income and satisfaction when buying.
Another point that is made clear in this study is 
that people buy when they have the ability and willingness 
to buy. Of course, people are more willing to buy where 
they receive good service, where it is convenient to buy, 
and where there is a large selection of products from which 
to choose. Each business firm wants as much of the consumer 
dollar as the firm can possibly get, for only when the consu­
mer buys enough of the business's products can they make the 
profits necessary to remain in the market place. Thus, the 
economy functions around the buyer, because the way in which 
people buy determines the economic level of the nation.
CHAPTER IV 
SUMMARY
Today, there is general recognition that no one 
can help the buyer maximize his efforts in the market place 
better than the buyer himself. This realization has led to 
concern for more appropriate education directed toward the 
improvement of individual abilities to cope successfully 
with buymanship. Efforts, as illustrated by this research 
study, are being expanded to extend literacy about buying.
Only as educational opportunities are improved to 
include more study of the information pertinent to effective 
buying will people attain acceptable sophistication in the 
fulfillment of their individual buying responsibility. Ade­
quate instruction in buymanship is dependent upon not only 
careful preparation of prospective teachers, but also upon 
continual updating of the knowledge of teachers in the 
field. There must be awakened in teachers the desire to 
extend and refine the concepts and understandings that are 
inherent in better buymanship. This research study was 
directed toward the end of providing a guide to some of the 
knowledges and understandings that constitute the substantative
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content of buymanship If the ideas that have been developed 
shcuid. through application, facilitate better instruction, 
its contribution has been made
Restatement of Problem 
The problem of this study was to isolate and define 
; ertain understandings and concepts basic to and essential 
in sound buymanship Through this study an attempt was made 
to develop conceptually those elements of buying with which 
students should be familiar as they complete their elementary 
and secondary school experience. The results of this study 
should help lay the groundwork for the inclusion in the 
education of every young person those personal-economic 
concepts considered essential as' general education.
In this study, no attempt was made to categorize 
all of the elements of buying with which an individual either 
might or should be Knowledgeable. Neither does this study 
propose either where or how such conceptual ideas and re­
lated understandings should be utilized to enhance current 
curriculum patterns. The concepts and understandings pre­
sented do represent some of the elements from which people 
may gain clearer perception of their buying behavior.
The efforts made toward completion cf this study 
were initiated by developing an appropriate pattern of 
defining the various divisions of the extensive amount of 
information that constitutes the body of knowledge charac­
terized as consumer buying.
84
Following the definition of the various divisions, 
the process of gathering basic factual information concerning 
buying was analyzed for those items of information that might 
be useful in building broader and more comprehensive ideas 
toward buying. The steps in the teaching-learning process 
discussed in detail in Chapter II of this study were followed 
with careful attention being given to the construction of 
understandings and concepts • pertinent to the selected divi­
sions of buying. After much time had been spent in develop­
ing these statements, they were presented to specialists in 
the area of consumer buying to test their accuracy and 
appropriateness. It was the unanimous opinion of the experts 
that the understandings and concepts developed were, in the 
main, accurate and appropriate. The final step involved 
the preparation and the presentation of this report,
Conceptual Outline
The major method by which necessary information 
about buying can be acquired and developed is through the 
concept approach as described in Chapter II of this study. 
There is a constant and seemingly ceaseless barrage of facts 
available about buying, thus the desired behavior by an 
individual must be based upon the particular facts which 
apply to his situation. Therefore, it was considered 
appropriate to include only statements of an understanding 
and concept nature in the final draft of this study. All 
ideas presented are based upon numerous facts and knowledges
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which were developed prior to the presentation of the 
materials submitted herein.
If individuals and families are to realize the 
maximum benefit from their income, they must develop proper 
attitudes about buying. Through presentation of more than 
facts to the prospective buyer, interest can be generated 
in the buyer to become well informed so that he can be an 
efficient buyer. The preceding chapter has provided back­
ground material for the following understandings and concepts. 
The outline represents a portion of the material with which 
all people must be familiar if they are to be intelligent 
buyers.
The outline of significant understandings and 
broad concepts which follows here is the major outcome 
sought in this investigation of buying. Each of the seven 
concepts presented is categorized and designated by means 
of an underscored paragraph heading. Following each of 
the stated concepts, there are three or more additional 
statements designated as "A", "B”, "C", which constitute 
substantiation of the major idea(s) in that particular 
concept.
Definition of buying —  Buying is an activity in 
which one individual known as the "buyer” acquires an economic 
good or service from another individual known as the "seller" 
by the giving up of money or other valuable consideration in 
a manner designed to be beneficial to both..
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A. The buyer should exercise good judgment and 
often creativity as he acquires the goods and ser­
vices that he needs and wants within the limits of 
his purchasing power,
B. Because buying is an essential and important 
activity, it should neither be done as a matter of 
fact, or considered as a routine kind of activity 
requiring little thought and concern.
C. The act of buying should be accomplished in 
a pleasant manner so that enjoymenc of the use of 
each product or service bought is enhanced.
Why people buy -- People buy to upgrade constantly 
their standards of living by advantageously fulfilling 
physiological and psychological needs and wants.
A. As discretionary income increases relatively 
stable physiological needs become easier to fulfill 
and larger portions of purchasing power are avail­
able to satisfy learned, psychological needs.
B. Social acceptance is a force that causes 
many people to buy goods and services on the basis 
of the standards held by particular groups.
C. Recognition of the intent of advertising and 
perception of motivational sales techniques helps 
individuals make decisions either to purchase intel­
ligently or to reject goods and services on the basis 
of information that is truly vital to buying decisions.
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D. Advertising enables buyers to become aware of 
new products and additional uses of existing products 
which increases buyer demand and stimulates the economy 
as a whole.
How people buy -- The methods by which people buy are 
characterized by varying degrees of deliberateness and impul­
siveness, and they reflect the influences of habit, experience, 
and personal taste.
A. How people buy is the principal determinant 
of whether quality goods and services that provide 
solid satisfactions will become readily available in 
the market place,
B. Buying with deliberation requires the buyer 
to be highly knowledgeable and well informed about 
the quality and the cost of the goods and the services 
he buys, and to spend generously of his time and effort 
in acquiring this knowledge and information which results 
in monetary rewards as well as personal satisfaction
for the buyer.
C. The impulsive buyer is by his very nature 
inefficient, because his wants are contrived by sellers 
and advertisers, and he dissipates his buying power to 
the extent that he acquires things for which he has 
either little or no need.
D. The manner in which the buyer exercises his 
purchasing power is directly related to the utility
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he receives from each good or service and, in a large 
measure, determines how much freedom of choice is 
available in the market place.
E. Good practices and procedures on the part 
of the buyer himself determine the quality of the 
goods and services offered in the market place.
What people buy -- In the final analysis, and without 
regard for particular goods and services, what people buy is 
dependent upon how they exercise discrimination as they 
endeavor to obtain what they want out of life and to obtain 
what they need to sustain life."
A. With the vast array of goods and services 
available in the market place, people must exercise 
much discrimination in their buying.
B. Goods and services purchased by individuals 
are not only the basic necessities required to sustain 
life, but are also those that add to the satisfaction 
and enjoyment of life at a particular time.
C. Affluence in the economy enables individuals 
to buy even the necessities that are required to sus­
tain life not only because they fulfill a need, but 
for their convenience and for the quality they possess 
as well.
When people buy -- The decision of when to buy is 
based primarily upon one's personal economics and preference, 
and that decision is exercised only when there exist both 
an ability and a willingness to buy.
A. Use of the specific article to be purchased 
influences the decision of when to buy, inasmuch as 
the needs and wants of the individuals are constantly 
changing.
B. The ability to make purchases that will ful­
fill the wants and needs of individuals at a particu­
lar time in the life cycle determines to a great extent 
the buying habits of each family unit.
C. General economic trends affect when people 
buy, and the responsibility of the well-informed 
buyer is to give due consideration to these trends, 
but not to let them be the sole governing factors in
his choice of when to buy.
Where people buy -- The final decisions as to where 
people will buy depend upon the individual responses that
are made to the demands imposed upon sellers.
A. When similar goods and services are available 
in numerous outlets at varying prices, each buyer is 
charged with the responsibility of buying where his
. purchasing power will be maximized.
B. Through effective buying practices such as 
placing more emphasis on the product or the service 
and less on convenience of shopping, buyers are able 
to obtain more for each dollar spent.
C. Time and^convenience are important factors 
operative when buyers are shopping for goods, but
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these factors become secondary to confidence when buyers 
are shopping for professional services.
D. Prices and quality should become the primary 
tools which buyers use in determining the stores 
which they will patronize.
Economics of buying -- The buying habits of an indi­
vidual have a direct relationship to his standard of living, 
whereas the collective effect of buying by many individuals 
determines to a large extent the level of the economy for 
the entire nation.
A. Efficient buying enables the consumer to 
extend his real income thereby upgrading his standard 
of living.
B. In the short run, buyers and sellers have 
adverse interests in that both want to get the maximum 
value by giving up the minimum value., and both must 
cooperate in establishing values so that, in the
long run, there will be the greatest consumer satis­
faction combined with the best use of physical and 
human resources.
C. Each consumer must accept his responsibility 
for fully utilizing the advantages in his privilege 
to buy if he and the entire economy are to gain solid 
utility from his purchases,
D. Only when buyers more fully understand the 
large amount of economic control that they have over
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businessmen and the nation's economy will they better 
exercise their buying functions so that the best use 
can be made of the economic resources of this nation.
Suggestions for Further Study 
The author has concluded that collateral aspects of 
consumer buying should be the subject of further research.
This is based on research done in preparation for this study, 
information contained herein, and the considered judgment of 
one of the experts to whom this work was submitted. Of major 
concern is the role that governmental and/or private organiza­
tions do and should play in the education and protection of 
buyers. Concise information is of utmost importance and its 
accumulation, dissemination and assimilation by the public 
are, at present, wholly ineffective. Of equal concern are 
the legal aspects and responsibilities of the buyer and the 
seller and how they can effectively enforce those rights 
they presently possess. Research based on these suggestions, 
by virtue of the dearth of educational and protective organi­
zations presently available, would have to concern itself 
primarily to recommendations.
Concluding Statements 
The nature of this research study was such that the 
development of conclusions of the type usually found in a 
doctoral dissertation was not appropriate. On the basis of 
eighteen months of concerted effort to develop background
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material and appropriate understandings and concepts that 
relate to buying, the author developed the following general­
ized statements,
1. In its true breadth, buying involves both an 
individual and a collective complex of information that is 
significant and of prime importance to those who pass through 
the many educational systems of this country. These two 
aspects must be recognized and constantly kept in mind if 
curriculum planning in the area of buymanship is to be 
effective.
2. The substantive content of education for buying 
should be designed so that students may, through generaliza­
tion processes, isolate and define the broad ideas and develop 
the attitudes that will benefit them when applied to the 
various circumstances connected with buying.
3. This study demonstrates that the content of 
buying can be conceptually developed and presented so that 
greater depth of meaning may be acquired. In the teaching 
process concepts and attitudes can be developed to enable 
the student to extend his scope of understanding beyond the 
factual and knowledge levels thereby acquiring a more bene­
ficial and permanent type of learning.
4. The general education curriculum aimed at 
intellectualizing the study of human behavior may be enhanced
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by the conceptual approach to the teaching of buying at any 
and all educational levels.
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